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EDITORS’ NOTE Tian Guoli joined the Bank 
of China (BOC) in April 2013, and was ap-
pointed to his current post in May 2013. From 
December 2010 to April 2013, he served as 
Vice Chairman of the Board of Directors and 
General Manager of China CITIC Group. 
During this period, he also served as Chairman 
of the Board of Directors and non-Executive 
Director of China CITIC Bank. From April 1999 
to December 2010, Tian successively served as 
Vice President and President of China Cinda 
Asset Management Company, and Chairman 
of the Board of Directors of China Cinda Asset 
Management Corporation Limited. From July 
1983 to April 1999, he held various positions 
in China Construction Bank (CCB), including 
sub-branch General Manager, Deputy Branch 
General Manager, Department General Manager 

of the CCB Head Offi ce, and Assistant President 
of CCB. Tian has been serving as Chairman of 
the Board of Directors and a non-Executive 
Director of BOCHK (Holdings) since June 2013. 
He received a Bachelor’s Degree in Economics 
from Hubei Institute of Finance and Economics 
in 1983.

COMPANY BRIEF Bank of China (boc.cn) was 
formally established in February 1912 following 
the approval of Dr. Sun Yat-sen. In 1994, the bank 
was transformed into a wholly state-owned com-
mercial bank. In August 2004, Bank of China 
Limited was incorporated. The bank was listed 
on the Hong Kong Stock Exchange and Shanghai 
Stock Exchange in June and July 2006 respec-
tively. In 2014, Bank of China was enrolled again 
as a Global Systematically Important Bank, be-
coming the sole fi nancial institution from emerg-
ing economies to be enrolled for four consecutive 
years. As China’s most international and diver-
sifi ed bank, the bank provides a comprehensive 
range of fi nancial services to customers across 
the Chinese mainland and 44 countries or re-
gions. The bank’s core business is commercial 
banking, including corporate banking, personal 
banking, and fi nancial markets services. BOC 
International Holdings Limited, a wholly owned 
subsidiary, is the bank’s investment banking 
arm. Bank of China Group Insurance Company 

Limited and Bank of China Insurance Company 
Limited, both wholly owned subsidiaries, run the 
bank’s insurance business. Bank of China Group 
Investment Limited, a wholly owned subsidiary, 
undertakes the bank’s direct investment and in-
vestment management business. Bank of China 
Investment Management Co., Ltd., a controlled 
subsidiary, operates the bank’s fund manage-
ment business. BOC Aviation Pte. Ltd., a wholly 
owned subsidiary, is in charge of the bank’s air-
craft leasing business.

You once made a thought-provoking meta-
phor: “A bank is like wine, better with age.” 
Bank of China, the most internationalized 
Chinese bank, has a history of more than 
100 years. Like aged wine, how does the 
bank become fi ne wine over the course of 
the past century and maintain its vitality 
and advantages?

Legacy is built on history. Working in fi -
nance for over 30 years, I do feel running a bank 
is like making wine – you just can’t rush. Client 
base is built up little by little, talents developed 
generation by generation, and the bank’s reputa-
tion via word of mouth earned day by day.

Bank of China, founded in 1912, is the only 
Chinese bank that blazed its way through a history 
of over 100 years. In its early years, when a weak 
and impoverished China was torn apart by domestic 
troubles and foreign invasion, the bank’s forefa-
thers had an international vision to set up operations 
in the countries and areas with booming fi nance, 
such as the U.K., Hong Kong, Singapore, and the 
U.S., etc. Today, Bank of China London Branch has a 
history of 86 years; Bank of China Singapore Branch 
has a history of 79 years. Bank of China, imbued 
with international DNA since day one, is gaining 
international recognition. 

For more than a century, the bank that ex-
tols integrity and a sense of social responsibility 
has grown its business rapidly and maintained 
sound operations. As China has become the 
second largest economy, Bank of China’s assets 
have also reached 16 trillion yuan. What else 
are we capable of? I guess, apart from growing 
“big,” we are also eyeing “small,” which means 
we serve big corporate clients and small and 
medium-sized enterprises (SMEs) as well.

Chinese SMEs are eager to go and invest 
outside China. However, due to language, legal, 
and cultural barriers, there are some hurdles 
along the way. Meanwhile, in light of China’s 
high-speed growth for 30 years, its huge market 
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and abundant capital, foreign SMEs are also 
drawn to China for market, clients, and partners. 
When such needs arise, Bank of China is natu-
rally a fi nancial bridge that connects SMEs, be it 
domestic and foreign, by leveraging on its fi nan-
cial service network that has been developed 
over the past 100 years. For instance, the bank 
brought Chinese SMEs to France, Hungary, and 
other European countries for business match-
making, and helped them overcome language, 
legal, and cultural barriers. That explains our 
strong sense of social responsibility. When our 
company has reached a certain point, social re-
sponsibility becomes our calling. So we have a 
slogan: “Serving Society, Delivering Excellence.”

With a history of more than 100 years, 
Bank of China has its unique international ad-
vantages. However, other Chinese state-owned 
banks are vying for global presence. What’s 
your take on competition from your peers?

I will put it in a much broader perspective. 
You are right. The Bank of China is more than 100 
years old and has its overseas presence for quite 
a while. Jokingly put, we call it “A Hundred Years 
of Solitude.” Where does the “solitude” come 
from? Back then, only a few Chinese companies 
went global, so they barely needed fi nancial ser-
vices. Therefore, no Chinese banks branched out 
overseas, except for Bank of China. In fact, com-
mercial banking is like a free market – the more 
players in it, the easier it is to make money. We 
see numerous banks cluster on Wall Street or in 
the fi nancial district. I don’t have to explain why.

Things have changed a lot. As more 
Chinese companies are going global, Chinese 
banks go with them. Peer competition does ex-
ist, but Bank of China, like vintage wine, has 
been around in the overseas markets for ages. 
We are quite confi dent in our customer loyalty 
and brand name effect. We hope Chinese peers 
will work with us, to serve clients and pair up 
businesses, to build up the “momentum.” Once 
the “momentum” is there, markets will rally up. 
I am convinced that Chinese banks will have a 
rosy outlook for their overseas endeavors.

“One Belt, One Road” is an often-quoted 
buzz phrase in articles about Chinese compa-
ny’s “going global” strategy. What’s your 
view on its signifi cance?

“One Belt, One Road” connects over 60 
countries and a population of four billion, but 
the total economy alongside the regions car-
ries less weight. “One Belt, One Road,” a timely 
strategy that Chinese President Xi Jinping pro-
posed, is welcomed and well responded to by 
the international community.

The current sluggish world economy calls 
for new drivers of future growth. In this con-
text, China has discovered the growth poten-
tial along “One Belt, One Road” to power the 
global economy. Given its economic prowess, 
strong execution, and abundant capital, en-
abled by other countries’ participation, China 
will translate this strategy into reality step by 
step. Things usually go like this: the stronger 
the calling is, the more participants pitch in, 
and the more likely that dreams will come 
true.

How does “One Belt, One Road” shape 
the future pathway of Bank of China?

First, “One Belt, One Road” includes 
Southeast Asia, Central Asia, North Africa 
and other regions, where Bank of China has 
many branches and operations in place. Until 
now, we have set up branches and offi ces in 
nearly 20 countries along “One Belt, One 
Road,” thereby making our network stand 
out. Besides, cross-border financial services 
need language and cultural expertise. Bank of 
China has a large talent pool of professionals 
well-versed in less common languages, local 
cultures, and research. In this two-way street, 
the bank is honored to be part of this national 
strategy. “One Belt, One Road” is also a huge 
business opportunity that sets the stage for 
Bank of China.

As Chinese companies are eager to go 
global, foreign companies want to go to 
China as well. Any pointers for them? How 
do you perceive the outlook for Chinese 
companies?

The Chinese economy, in its new nor-
mal, will somehow face downward pressure, 
but this is a result of macro-control policies. 
The constant pursuit of high-speed growth can 
only be achieved at the cost of environmen-
tal deterioration, a development practice far 
from sustainable. If we want to breathe fresh 

air, environmental protection has to be stricter, 
so the economy should pace down a bit. In a 
sense, China is making a contribution to the 
world as it shifts towards an environmentally-
friendly, low carbon economy.

Nowadays, Chinese companies have 
more quality products, state-of-the-art man-
ufacturing equipment, and world-leading 
techniques. So foreign companies will see 
the bar is raised as China brings in foreign 
investment and business .  Ch ina a lways 
welcomes those qual i ty companies with 
advanced technology, though. Also, foreign 
investors are required to meet higher environ-
mental protection standards in China.

Speed and quality is paradoxical, like spear 
and shield. China has seen 30 years of high-
speed growth. The colossal economic scale calls 
for a sounder economic structure and sustain-
able development. As a result, the speed for 
growth will slow down a bit. Despite that, China 
maintains a growth rate of 7 percent. It is still 
quite impressive if other countries are put in 
the picture.

China also stresses labor rights more and 
beefs up laws to better protect the labor 
force. Thus, companies have to promise im-
proved working conditions and more employee 
benefi ts. When there is a handful for companies 
to deal with, growth speed might be compro-
mised and expenses raised, but quality and ef-
fi ciency will improve accordingly.

Bank of China, as a global company, 
needs global talents. The magazine has no-
ticed that the bank is among the fi rst to wel-
come global talents with open arms. What’s 
your strategy for human capital?

Bank of China has over 600 branches in 
42 countries and regions, besides China’s 
mainland. Nearly 20,000 employees work for 
BOC overseas institutions, and roughly 80 per-
cent of them are local hires. To attract the best 
talents, we have to open our arms. An authori-
tative survey has shown that Bank of China has 
topped the ranking of “the Ideal Employers” 
for best college graduates over the past seven 
years. Branding is our trump card, and we will 
hold on to it. 

As a matter of fact, it is the call of duty for 
Bank of China executives and the “heads” at 
various levels to discover talent and put them in 
the right positions.
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pointed to his current post in May 2013. From 
December 2010 to April 2013, he served as 
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During this period, he also served as Chairman 
of the Board of Directors and non-Executive 
Director of China CITIC Bank. From April 1999 
to December 2010, Tian successively served as 
Vice President and President of China Cinda 
Asset Management Company, and Chairman 
of the Board of Directors of China Cinda Asset 
Management Corporation Limited. From July 
1983 to April 1999, he held various positions 
in China Construction Bank (CCB), including 
sub-branch General Manager, Deputy Branch 
General Manager, Department General Manager 

of the CCB Head Offi ce, and Assistant President 
of CCB. Tian has been serving as Chairman of 
the Board of Directors and a non-Executive 
Director of BOCHK (Holdings) since June 2013. 
He received a Bachelor’s Degree in Economics 
from Hubei Institute of Finance and Economics 
in 1983.

COMPANY BRIEF Bank of China (boc.cn) was 
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You once made a thought-provoking meta-
phor: “A bank is like wine, better with age.” 
Bank of China, the most internationalized 
Chinese bank, has a history of more than 
100 years. Like aged wine, how does the 
bank become fi ne wine over the course of 
the past century and maintain its vitality 
and advantages?

Legacy is built on history. Working in fi -
nance for over 30 years, I do feel running a bank 
is like making wine – you just can’t rush. Client 
base is built up little by little, talents developed 
generation by generation, and the bank’s reputa-
tion via word of mouth earned day by day.

Bank of China, founded in 1912, is the only 
Chinese bank that blazed its way through a history 
of over 100 years. In its early years, when a weak 
and impoverished China was torn apart by domestic 
troubles and foreign invasion, the bank’s forefa-
thers had an international vision to set up operations 
in the countries and areas with booming fi nance, 
such as the U.K., Hong Kong, Singapore, and the 
U.S., etc. Today, Bank of China London Branch has a 
history of 86 years; Bank of China Singapore Branch 
has a history of 79 years. Bank of China, imbued 
with international DNA since day one, is gaining 
international recognition. 

For more than a century, the bank that ex-
tols integrity and a sense of social responsibility 
has grown its business rapidly and maintained 
sound operations. As China has become the 
second largest economy, Bank of China’s assets 
have also reached 16 trillion yuan. What else 
are we capable of? I guess, apart from growing 
“big,” we are also eyeing “small,” which means 
we serve big corporate clients and small and 
medium-sized enterprises (SMEs) as well.

Chinese SMEs are eager to go and invest 
outside China. However, due to language, legal, 
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along the way. Meanwhile, in light of China’s 
high-speed growth for 30 years, its huge market 
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and abundant capital, foreign SMEs are also 
drawn to China for market, clients, and partners. 
When such needs arise, Bank of China is natu-
rally a fi nancial bridge that connects SMEs, be it 
domestic and foreign, by leveraging on its fi nan-
cial service network that has been developed 
over the past 100 years. For instance, the bank 
brought Chinese SMEs to France, Hungary, and 
other European countries for business match-
making, and helped them overcome language, 
legal, and cultural barriers. That explains our 
strong sense of social responsibility. When our 
company has reached a certain point, social re-
sponsibility becomes our calling. So we have a 
slogan: “Serving Society, Delivering Excellence.”

With a history of more than 100 years, 
Bank of China has its unique international ad-
vantages. However, other Chinese state-owned 
banks are vying for global presence. What’s 
your take on competition from your peers?

I will put it in a much broader perspective. 
You are right. The Bank of China is more than 100 
years old and has its overseas presence for quite 
a while. Jokingly put, we call it “A Hundred Years 
of Solitude.” Where does the “solitude” come 
from? Back then, only a few Chinese companies 
went global, so they barely needed fi nancial ser-
vices. Therefore, no Chinese banks branched out 
overseas, except for Bank of China. In fact, com-
mercial banking is like a free market – the more 
players in it, the easier it is to make money. We 
see numerous banks cluster on Wall Street or in 
the fi nancial district. I don’t have to explain why.

Things have changed a lot. As more 
Chinese companies are going global, Chinese 
banks go with them. Peer competition does ex-
ist, but Bank of China, like vintage wine, has 
been around in the overseas markets for ages. 
We are quite confi dent in our customer loyalty 
and brand name effect. We hope Chinese peers 
will work with us, to serve clients and pair up 
businesses, to build up the “momentum.” Once 
the “momentum” is there, markets will rally up. 
I am convinced that Chinese banks will have a 
rosy outlook for their overseas endeavors.

“One Belt, One Road” is an often-quoted 
buzz phrase in articles about Chinese compa-
ny’s “going global” strategy. What’s your 
view on its signifi cance?

“One Belt, One Road” connects over 60 
countries and a population of four billion, but 
the total economy alongside the regions car-
ries less weight. “One Belt, One Road,” a timely 
strategy that Chinese President Xi Jinping pro-
posed, is welcomed and well responded to by 
the international community.

The current sluggish world economy calls 
for new drivers of future growth. In this con-
text, China has discovered the growth poten-
tial along “One Belt, One Road” to power the 
global economy. Given its economic prowess, 
strong execution, and abundant capital, en-
abled by other countries’ participation, China 
will translate this strategy into reality step by 
step. Things usually go like this: the stronger 
the calling is, the more participants pitch in, 
and the more likely that dreams will come 
true.

How does “One Belt, One Road” shape 
the future pathway of Bank of China?

First, “One Belt, One Road” includes 
Southeast Asia, Central Asia, North Africa 
and other regions, where Bank of China has 
many branches and operations in place. Until 
now, we have set up branches and offi ces in 
nearly 20 countries along “One Belt, One 
Road,” thereby making our network stand 
out. Besides, cross-border financial services 
need language and cultural expertise. Bank of 
China has a large talent pool of professionals 
well-versed in less common languages, local 
cultures, and research. In this two-way street, 
the bank is honored to be part of this national 
strategy. “One Belt, One Road” is also a huge 
business opportunity that sets the stage for 
Bank of China.

As Chinese companies are eager to go 
global, foreign companies want to go to 
China as well. Any pointers for them? How 
do you perceive the outlook for Chinese 
companies?

The Chinese economy, in its new nor-
mal, will somehow face downward pressure, 
but this is a result of macro-control policies. 
The constant pursuit of high-speed growth can 
only be achieved at the cost of environmen-
tal deterioration, a development practice far 
from sustainable. If we want to breathe fresh 

air, environmental protection has to be stricter, 
so the economy should pace down a bit. In a 
sense, China is making a contribution to the 
world as it shifts towards an environmentally-
friendly, low carbon economy.

Nowadays, Chinese companies have 
more quality products, state-of-the-art man-
ufacturing equipment, and world-leading 
techniques. So foreign companies will see 
the bar is raised as China brings in foreign 
investment and business .  Ch ina a lways 
welcomes those qual i ty companies with 
advanced technology, though. Also, foreign 
investors are required to meet higher environ-
mental protection standards in China.

Speed and quality is paradoxical, like spear 
and shield. China has seen 30 years of high-
speed growth. The colossal economic scale calls 
for a sounder economic structure and sustain-
able development. As a result, the speed for 
growth will slow down a bit. Despite that, China 
maintains a growth rate of 7 percent. It is still 
quite impressive if other countries are put in 
the picture.

China also stresses labor rights more and 
beefs up laws to better protect the labor 
force. Thus, companies have to promise im-
proved working conditions and more employee 
benefi ts. When there is a handful for companies 
to deal with, growth speed might be compro-
mised and expenses raised, but quality and ef-
fi ciency will improve accordingly.

Bank of China, as a global company, 
needs global talents. The magazine has no-
ticed that the bank is among the fi rst to wel-
come global talents with open arms. What’s 
your strategy for human capital?

Bank of China has over 600 branches in 
42 countries and regions, besides China’s 
mainland. Nearly 20,000 employees work for 
BOC overseas institutions, and roughly 80 per-
cent of them are local hires. To attract the best 
talents, we have to open our arms. An authori-
tative survey has shown that Bank of China has 
topped the ranking of “the Ideal Employers” 
for best college graduates over the past seven 
years. Branding is our trump card, and we will 
hold on to it. 

As a matter of fact, it is the call of duty for 
Bank of China executives and the “heads” at 
various levels to discover talent and put them in 
the right positions.

POSTED WITH PERMISSION. COPYRIGHT © 2015 LEADERS MAGAZINE, INC. LEADERS 15VOLUME 38, NUMBER 4



You’ve rolled out a series of reforms since 
you took offi ce? Can you talk more about that?

Reform is a big word. In my opinion, when 
we do is streamline work process, improve 
effi ciency, and make roles and responsibilities 
clearer. That’s why the bank merged and re-
organized some departments. More importantly, 
we advocate a culture that encourages the best 
people to work at the grassroots level and 
in arduous areas. We have many smart gradu-
ates from top-tier universities, but they may 
know little about markets and grassroots, so we 
encourage young people to work there. In fact, 
they are willing to go, but may feel indecisive 
if policies are not in place. For us as managers, 
guiding policies do the trick. Many of them fi nd 
those experiences rewarding and life-changing.

Bank of China believes that those with po-
tential and prospect should be encouraged to go 
through hardship in arduous areas. Others may 
argue that banks should send their best people 
to the most promising places, such as New York, 
Beijing, Shanghai, etc. believing that those ardu-
ous areas have little to offer. In fact, it’s not true. 
A banking practitioner should be business-savvy 
and resilient in the ever-changing market. Only 
hardship can make them strong-willed and resil-
ient enough. Sometimes, those experiences are 
rare fi nds in big metropolises. As the old Chinese 
saying goes, “The most capable offi cials usually 
rise from humble counties, just as the most valiant 
generals start as low-ranking soldiers.” Why send 
the best people to the arduous areas? We want 
them to get trained and grow.

You just mentioned a necessary path 
from a young professional to a manager. 
How about you?

Let’s not focus on me. But I’d like to share 
two fortunate things that happened to me: First, 
I was lucky enough to be admitted to university 
in 1979. That was a quite unique era, and the na-
tional reform and opening up had just unfolded. 
My generation witnessed rapid development in 
China. Back then, college graduates were scarce 
and sought after by employers. Second, I fortu-
nately started my careers at the grassroot level, so 
I learned a lot. Being smart isn’t the surest way to 
success if you are not tempted by time and experi-
ences. I’ve told that to many young people. Some 
college graduates wish to stay at the headquarters 
and feel unfortunate to be assigned to the grass-
root areas. They might miss the point. Working at 
the grassroots level will be a valuable asset, and I 
felt tremendously lucky to start from there.

You are a seasoned banker in the fi nancial 
sector with many titles. If all those titles are 
removed from your business card and only 
your name was left, tell me who you are? 

I am just a guy who’s spent his entire ca-
reer life in fi nance. How times fl ies. I am in my 
fi fties, not a young guy anymore, but I feel very 
proud of myself, still working in fi nance. 

When people mention Bank of China, 
what do you want them to think about?

Bank of China is a bank of global network 
and services. As Bank of China is always with cus-
tomers, I hope those outbound Chinese entrepre-
neurs and tourists will feel quite confi dent in our 
accessible global services; meanwhile, as Bank 
of China is always there for them, those inbound 
businesspeople and tourists will have a sense of 
familiarity and feel at home in China.• New offi ce of Bank of China at Byrant Park (top); Exterior of the Head Offi ce (bottom)
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EDITORS’ NOTE Joe Han was appointed to his 
current post in January of 2013. He joined China 
Telecom Americas in October 2009 as Vice President 
in charge of Sales and Marketing. Prior to coming 
to the U.S., Han was at Shanghai Telecom, where 
he had worked since 1994. He began his career at 
China Telecom Shanghai as an Assistant Engineer. 
He has held several positions, including most re-
cently that of Director of the Central District. He was 
also the Director of Government and the Enterprise 
Accounts Department at China Telecom Shanghai. 
Han received a B.S. in Applied Physics from 
Shanghai Jiao Tong University, a Master of Business 
Administration from Fudan University, and a 
Master of Science, Operational Communication, 
from the Coventry University of United Kingdom.

COMPANY BRIEF As one of the largest interna-
tional subsidiaries of China Telecom Corporation 
Limited, China Telecom Americas (ctamericas.com) 
has built, and continues to expand and operate, 
the most technologically advanced suite of telecom-
munication services in support of MNC’s mission 
critical operations. The company supplies some of 
the world’s largest and most demanding corpo-
rations with advanced data services, wholesale 
voice, and managed services, by leveraging 
the multibillion-dollar network investment in 
ChinaNet, CN2, and their global transport network. 
China Telecom Americas’ team has customized so-
lutions for companies in numerous industries, 
including fi nance, content and media, manufac-
turing, telecommunications, retail, hospitality, and 
software development.

Would you talk about the history of China 
Telecom and how the company’s operations 
in the Americas have developed?

We were once like the AT&T of China, but 
since deregulation and reform, there has been more 
competition in the country, and we have needed 
to go abroad. The United States is the fi rst country 

we invested in overseas, and we have been quite 
successful over the past 15 years.

Are you offering the products and ser-
vices that many traditional carriers offer? 

We are the incumbent carrier in China with 
huge infrastructure, which has been built through 
the years, offering everything from traditional 
telephone line to cloud and mobility solutions. 

In the U.S., we mainly focus on multinational 
corporations. With a global network and U.S. back-
bone, which we heavily invested in in recent years, 
we are able to provide data center, global MPLS, 
Internet, and cloud solutions. 

It has always been a learning experience, 
but we have been lucky, not only because we are 
hardworking but because of the mutual investment 
between two countries.

Who is your target market in the 
Americas?

The U.S. economy is very strong, mostly be-
cause of Fortune 500 companies that keep invest-
ing overseas. China is one of the most important 
markets for them, originally because of manufac-
turing but now, it’s because of the market. This 
investment keeps growing.

We approach these companies because our 
goal is to be a global player like AT&T and Verizon. 
When they want to have the service in another 
part of Asia, we can do that; if they want service 
in Europe, Latin America, or even Africa, we can 
do that as well, because we have invested in the 
infrastructure.

At the same time, Chinese enterprises in the 
U.S. are naturally our target customers. The number 
was small but has since grown signifi cantly in the 
recent years.

How hard is it to differentiate in the space 
when services sound similar?

Competition drives improvement, and only 
the best can survive. The investment we made into 
infrastructure in China, APAC, and has globally dif-
ferentiated us from competitors. Service quality and 
fl exibility also help us to win and retain business. 

Is the brand awareness where you hoped 
it would be in the U.S. at this stage?

We have positioned ourselves differently in 
the U.S. compared to how we have done it in 
China, as we are mostly focused on large enterprise 
business. We have not done much advertisement, 
but mostly took a direct sales approach. 

Branding is always important. A lot of custom-
ers still do not know who China Telecom is or they 
don’t know China Telecom in the U.S. We should 
go to more industry events and seminars, and run 

more workshops. This is a sector in which we will 
invest to build the brand and to raise awareness.

We just started to serve consumers this year, 
launched a mobile service in the U.S., and part-
nered with U.S. carriers as a virtual mobile service 
provider.

We’re mostly targeting the Chinese commu-
nity for this service, in which China Telecom is al-
ready a well-known brand. We will use popular 
Chinese social media, such as WeChat, and take 
part in local community activities to promote the 
China Telecom brand. 

How important is innovation in the 
Americas?

The U.S. is leading the world on innovation 
in many sectors. Our customers are innovative with 
their businesses, and expect advanced networks 
and services to help them expand their businesses. 

China Telecom has built a global optical 
transmission network that can provide highly reli-
able, low latency, and up to 100G global con-
nectivity to our customers. Our investment in 
data centers and cloud platforms also helps our 
customers to deploy their application quickly and 
with great fl exibility. 

How did you build the right workforce?
Fifteen years ago, we only had three employ-

ees and all of them came from China. Now, more 
than 80 percent of our employees are local hires. 
Among all directors and executives, only 30 per-
cent are expatriates from China. Local employees 
brought us local knowledge, business connec-
tions, and longer-term employment. As with any 
other multinational corporations, localization of 
employees also represents China Telecom’s com-
mitment to local communities. Many very smart 
people from around the world are in the U.S., mak-
ing it the best talent pool one could ever fi nd for a 
company anywhere in the world.

What are you most focused on when you 
look ahead?

There are huge opportunities over the next 
few years, with strong bilateral investment in both 
countries. We are riding the wave. The U.S. market 
is huge and great, the Chinese market will become 
as big as the U.S. market very soon. The Internet 
keeps changing the world in fi nance, manufactur-
ing, service, and other fi elds. There is so much 
innovation, which will also drive change at the 
carriers. China Telecom Americas will keep invest-
ing in mobile and cloud infrastructure with cutting-
edge technology. At the same time, as our business 
and employment grows, embracing an innovation 
culture will continue to be important.•

Zhuo (Joe) Han

International Growth

An Interview with Zhuo (Joe) Han, 
President, China Telecom Americas
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